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Noxious Weed Outreach

Prevention IS Important but nexious weed
controlis both possible and practical

Mest eutreach IS geared toward identiiying
and reporting Weeds te allew. for rapid
control - EDRR

= Emphasis on'learning te recognize invader:
m Action response IS easily: communicatea
m Action Is easily completed (lew cost)



AlS Outreach

Established AlS cannot be controlled or

managed

Aguatic habitats den't Invite targeted control
Control strategies are not selective

EDRR has limited effectiveness

Most AIS become established before detected
Few, Ifany, control actiens are available

Prevention IS the only practical solution



Prevention IS best accomplished
through outreach

Regulationiis Impoertant but the public will
Aot be Inspired te take action Just through
regulation

Prevention IS most effective when all
segments of the public are participating In
the effort

Outreach efforts must inspire veluntary
compliance to be breaadly acecepted
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key to prevention Is changing
enavioer

itionall preduct hased eutreach often
S I Increased awareness but litte If

PEenavier cnange
NOL eneugh for people ter knew that

AlS are a proeblem. hey must knew What
10 do and they must do; It.

To be effective we must change behavior



Social Marketing

“The planned implementation of programs
designed te bring anoeut secial'change
USINg concepts frem commercial
marketing

The ultimate ehbjective of secial marketing
IS to Infllence action



Key components of a social
marketing outreach effort

ldentify, desired outcomes

ldentify’ best time, place and method for
[eaching target group

Develop the program needed te support
effort



ldentify desired eutcomes and
Specific audience

There 1sinersuchithing as “he Public”
s Layer upon layer of overlapping groups

NG single outcome applies te everyone - develop
SPECIfic eutcemes for specific groups
= Anglers' & boeaters need to clean thelr beats and gear:

s Game wardens need to Incorporate an AlS message
INte eVery public contact



ldentify best method for reaching
target group

“If the only tool you have is a hammer,
you tend to see every problem as a nail”

Andrew Maslow

Effective programs reach the targeted
audience withrmessages that appeal
directly to them. One size dees not fit all!



To be most effective we must deliver
multiple messages to a diverse public

YOoUu must understand your audience
s \What metivates them

x \WhYy should they care

x \Whoe or what influences them




What motivates them

This IS Important - knewing thelr
motivations IS key te' achieving SUCCess

Moetivations: may. be very different frem
greup to group



Why should they care

I we can't give them a compelling reason
10 change they won't

AnsSWer “what's In 1t fer me*. How will they.
be affected

Thistmay be very different among varous
audiences



Who or what influences them

EVeryone has things that have more
Influence on them than ethers

Understanding What Infilences your target
audience Is critical to a successtul effort.



To be most effective we must deliver
multiple messages to a diverse public

YOoUu must understand your audience
s \What metivates them

x \WhYy should they care

x \Whoe or what influences them
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Resource |ssues

These anglers are highly responsive to impacts on the resource. They put little emphasis on the harrest
of fish but put a high value on catch rates. They typically have 3 very high concem about the health of
the aguatic habitats. They will be influenced by any information that directly links A5 with deteriorated
habitats or reduced fish populations.

These bogters tend to be attentive to messages delivered from biologists and other rezourze
professionals. They walue the role of science in making management decisions and will generally be
accepting of scientific data.

hry of these anglers believe that the health of the resounces is the most important thing and will make
the needed sacrfices to insure the long term heatth of the waters.

A significant number of these bogters are highly aware of the AlS problem. Howewver, too many do not
take preventative actions. While there are several reasons for this, many have had experences with
whirling disease that hawe left them skeptical of the need to prevent A%,

Personal Cortact

These bogters are strongly influenced by peer to peer interactions and often judge the walue of an
individual’s information based on that individual’s ability to cateh fish. Athough they often beliewe that
the abilitiz= that allow someone to be an effective fish catcher somehow give that person a significant
understanding of the resource and resource management, they will typically aceept that biolegists and
resource managers understand the system better than anglers.

The pAmary source from which most of these anglers get information is from other anglers, either
through direct communication or through their aceounts of their fizhing advertures. Those whoe belong to
angling clubes will often trust the information that they receive from the club leaders.

One of the most significant sources of personal contact for these anglers is fly shop employees. These
people are considered experts by many anglers who pay careful attention to ewerything they leam from
a shop employes.

These anglers may be quite judgmental about the individuals they interact with. host practice catch &
release fishing and hawe little or no respect for those who harvest fish for food. They will often make
judgment= about an individual based on their perception of how that person approaches the resounce.
They are highly crtical of amyone who they believe is not propedy respecting the resounze.

These anglers are generally faidy cerebral in their approach to their fishing. They are often willing to read
about and study complicated issues =so that they fully understand the nuance of a situgtion. They
typically respect those with academic training and ook at them as being highly qualified bazed on their
educational background.

hdedia

hiary of these anglers are passionate about their sport and read a lot of popular press articles about
fishing. They often consider the authors to be respected leaders in the sport. They judge the message
by their approwal of the authaor.

Typically they read publications that are aimed at them. That is, those that focus on catch & release
fishing and the non-consumptive use of 3 resource. hMany are members of conservation erganizations
and read publications that address resounce heatth in addition to those that focus on fishing.

In addition to magazines, these anglers awvidly read product catalogs and other product litergture . They
spend hours studying gear in catalogs and will read anything associated with their favonte products.

hdost of these anglers avidly consume anything about their sport that is provided to them. Athough they
typically are not reached through consumptive fishing publications and radio and TV shows, there are a
number of fly fizhing programs that they avidly follow,

Wby fly anglers are active participants in intemet based forums and are major consumers of ather
alectronic media.




Develop the program

Only after careful’ planning should yoeu
fOCUS on products and delivery

Multiple: products and delivery metheds
Will lbe needed to properly motivate the
diverse publics that must e engaged.



Crafting the product

Address what they want ter know, not
What you think they should knew.

x Don't.expect them to be like you
m PUE yourselfin thelr seat



Tell a good story

Try te relay a story — don't recite facts

s Use of facts can often distract a’ conversation
Keep! It simple

s Include no moere than ene or tWoe main PeIntS
Make it repeatalle



Find the right messenger

Understand who the target group.Is
Influenced by and get them toer carry. the
message

Peer-1e-peer: IS hest

Agencies and agency. persennel may. not
pe best



Conclusions

Many effortsiincrease awareness but do little to
change ehavior

AllFAIS outreach efiorts should fecus on
generating action

Specific outreach efforts must be crafted to
address each target audience or desired
outcome

Changing behavier Is difficult-and reguires
significant sustained effort but effective
technigues are availlable




Thank You

BolhrWiltshire
Invasive Species'Action Network
406-222-1270
oh@Sstepans.org
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